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 To get a favorable competitive edge, it is essential for mobile service and product 
suppliers to be familiar with customers’ shopping characteristics in mobile network. 
As the products are becoming more and more homogeneous, consumers’ experience 
has drawn increasing attention. The flow theory is an important aspect of consumer 
experience theory. The flow is also one of the most referenced concepts in customer 
experience theory. Therefore, based on flow theory, this study is aimed to investigate 
the mobile terminal customers’ shopping behavior and explore the mechanism of 
underlying consumers’ repurchase intention. The hierarchical regression analysis 
method is adopted to verify the hypothesis. At last we draw meaningful conclusions. 
 Based on the flow theory，this study has set up a conceptual model coping with 
the relations between website design aesthetic, consumers’ trust, flow, product 
involvement degree and consumers’ repurchase intention. Besides, questionnaire was 
also employed to testify the relationship between the variables in the model. Research 
results show that the website design aesthetic and the trust of the consumers can 
promote the generation of the consumer flow. Then this flow will lead to an increase 
in consumers’ repurchase intention. To test moderation of product involvement on the 
relationship between flow experience and repurchase intention, we use SPSS to make 
an analysis. Results show that when consumers are at low degree of product 
involvement, it is easier for their flow experience to increase their repurchase 
intention. When consumers are at high degree of product involvement, it is more 
difficult for their flow experience to increase their repurchase intention. 
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的意愿（Moorman&Zaltman,1993）[22]。表 2.1 列出了不同学科对信任的定义。 
 
表 2.1：各学科下的信任的定义 
作者 定义 学科 







Driscoll（1978） 相信决策者做出的决策结果不会造成个人的损失而有利于个人 管理学 
Moorman&Zaltman（1993） 愿意依赖一个可以相信的交易伙伴 营销学 
资料来源：笔者整理 
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